
Scott

Tischler
Scott Tischler
FOUNDER & CHAIRMAN · AIRECOMMEND.AI

E N T I T Y  A U T H O R I T Y

Your Social Profiles Are Entity Signals: What
LinkedIn, X, and the Rest Tell AI About You
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Your social profiles are not just marketing channels — to an AI, they're entity signals. When
ChatGPT, Gemini, Perplexity, or Google's AI answers try to figure out who you are and whether
to trust you, your LinkedIn, X, YouTube, and other public profiles are part of the evidence they
read. Neglected, inconsistent, or abandoned profiles quietly weaken the picture. Consistent,
active, well-described ones strengthen it.

Most businesses think about social media in terms of reach: followers, likes, whether a post went

anywhere. That's the human audience. There's a second audience that almost nobody optimizes for —

the systems building a model of who you are so they can decide whether to recommend you. For those

systems, a social profile isn't content to scroll. It's a record. And records are exactly what AI uses to

confirm an entity exists, what it does, and whether the story is consistent everywhere it appears.

I run AIrecommend.ai, and this is one of the most overlooked levers I see. Founders will agonize over

their website copy while a half-finished LinkedIn company page, a dormant X account with the wrong

bio, and a YouTube channel describing an old version of the business all sit there contradicting each

other. The website is one source. The profiles are more sources — and when they disagree, they cost

you.

Why AI treats profiles as evidence, not noise

To recommend a business, an AI system first has to be reasonably sure that business is a real,

identifiable entity — a specific thing in the world it can attach facts to. This is the entity problem, and it's

harder than it sounds, especially for smaller or newer businesses, or ones with common names. Public

profiles help solve it. A LinkedIn company page, a verified social account, a consistent handle across

platforms — these are the kind of structured, corroborating records that let a model say "yes, this is a

distinct, real organization, and here's what it does."

There are a few specific reasons profiles carry weight.



They corroborate your core facts from outside your website. Anyone can claim anything on their

own site. A network of profiles that independently state the same name, the same category, the same

location, and the same description turns a self-claim into a corroborated fact. The platforms are third

parties; the consistency across them is the signal.

They connect a person to an organization. A lot of AI recommendation runs through people — the

founder, the expert, the practitioner. A LinkedIn profile that clearly ties a named individual to a named

company, with a coherent history, helps the model build the relationship between the person and the

business. That linkage is part of how authority transfers from a known expert to the company they

represent.

They're frequently indexed and referenced. Major social platforms are well-crawled and often

surface in search and AI answers directly. A profile is a page about you that a model can retrieve, read,

and quote — hosted on a domain it already trusts to be what it says it is.

My honest read: the profile itself isn't a magic authority token, and racking up followers won't make an

AI recommend you. What the profiles do is anchor your identity and corroborate your facts. They're

part of the scaffolding that lets everything else you do — your content, your press, your reviews —

attach to a stable, confirmed entity instead of floating free.

There's a knowledge-graph dimension to this worth naming. Search and AI systems increasingly

maintain structured maps of entities and the relationships between them — who founded what, which

company operates where, what a business is known for. Consistent public profiles are some of the

cleanest inputs those maps have, because platforms expose structured fields rather than free-form

prose. When your profiles agree, you're handing the graph tidy, matching records that are easy to

merge into a single confident entity. When they disagree, you're handing it conflicting records it has to

either reconcile or treat with suspicion. You're effectively editing your own entry in a map you don't

control — and most businesses are editing it carelessly.

The contradictions that quietly hurt you
Here's where most businesses leak. Not from having no profiles, but from having several that don't

agree.

The classic pattern: the website says you're a "boutique commercial interior design studio," the

LinkedIn page says "interior design," an old Facebook page says "home staging and design" from the

pivot you made three years ago, the X bio is a one-liner joke from when you set it up, and the founder's

personal LinkedIn lists a company name that's slightly different from the brand. Every one of those is a

data point. Together they tell a model that your identity is fuzzy and your facts are in dispute — and the

safe response to a fuzzy entity is to not confidently recommend it.



Abandoned profiles are their own problem. A channel that hasn't been touched in years, still describing

an old location or an old offering, doesn't just fail to help — it actively feeds stale, wrong information

into the picture a model builds. I've seen AI answers repeat facts about a business that were true in a

previous era, traced straight back to a profile nobody had updated. The internet remembers what you

forgot to change.

How to make your profiles pull in the same direction
The goal isn't to be everywhere or to post constantly. It's to make the profiles you do have consistent,

accurate, and clearly tied together. That's unglamorous work, and it's some of the highest-return work

available, because it removes reasons for the model to hedge without requiring you to earn anything

new.

Do a profile audit. List every public profile that exists for your business and for the key people in it —

including the ones you forgot about. Old platforms, abandoned accounts, duplicate pages. You can't fix

what you haven't inventoried, and the forgotten ones are usually the ones doing damage.

Make the core facts match, everywhere. Same business name, spelled the same way. Same

category language. Same location. Same short description of what you actually do now. This is the

single most important step. When a model reads five profiles that all say the same thing, the fuzziness

disappears and your facts become settled.

Describe yourself in specific, current language. Don't waste the bio on a slogan. State plainly what

you do, who you do it for, and what you're known for — in the words a customer would use. A profile

that clearly says what job you're the answer to is a profile a model can connect to the right question.

Link the person to the company and back. Make sure the founder's and key team members' profiles

name the company, and the company's profiles name the people where appropriate. You're helping the

model draw the lines between individual expertise and organizational identity.

Clean up or shut down what you've abandoned. If you're not going to maintain a profile, at minimum

update its core facts so it isn't broadcasting stale information. A dormant profile with correct facts is

neutral; a dormant profile with wrong facts is a liability.

Keep the ones that matter minimally alive. You don't need daily posting. But a profile with recent,

on-topic activity reads as a live, real entity in a way a frozen one doesn't. Pick the one or two platforms

that fit your business and show a pulse.

Which platforms actually matter for this



This depends entirely on your business, and I'd resist the urge to be on everything. For most B2B and

professional services, LinkedIn does the heaviest lifting because it's where the person-to-company

linkage and the professional identity live, and it's richly structured. For businesses built on

demonstration and explanation, YouTube matters because its content is transcribed and its videos get

referenced. For others, an industry-specific platform or directory will carry more weight than a general

social network ever will.

The principle over the specifics: choose the platforms where your actual category lives, make your

presence there accurate and consistent, and don't dilute your effort maintaining profiles on networks

that have nothing to do with how your customers find businesses like yours. Three accurate,

consistent, relevant profiles beat ten scattered, contradictory ones.

How to check whether it's working
Test it the way you'd test anything in this space. Ask the major AI systems who you are and what you

do, and see whether the description matches the one you've standardized across your profiles. If the

model repeats an old location, a former offering, or a garbled name, trace it back — there's almost

always a stale profile or inconsistent listing feeding it. Fix the source and watch whether the answer

corrects over the following weeks. It won't be instant, and I won't pretend the timeline is predictable,

but the direction is reliable: clean, consistent, corroborating profiles make your entity legible, and a

legible entity is one an AI can recommend with confidence.

The reframe I'd leave you with is simple. Stop thinking of your social profiles only as places to

broadcast to humans, and start thinking of each one as a sworn statement about who you are. The

machines deciding whether to recommend you are reading those statements and checking them

against each other. Make sure they all tell the same, current, specific story — and make sure you

haven't left an old one on the record contradicting the rest.

Key takeaways

Social profiles are entity signals, not just marketing channels — AI reads them to confirm you're a real,

identifiable business and to check what you do.

✦

The value isn't follower count; it's corroboration. Profiles that independently state the same name,

category, location, and description turn a self-claim into a settled fact.

✦

Contradictory profiles actively hurt you: when your website, LinkedIn, and an old Facebook page

disagree, the model sees a fuzzy entity — and the safe response to fuzzy is not to recommend.

✦



Frequently asked questions

Do I need a lot of followers for my social profiles to help with AI visibility?
No. Follower count is a signal for human reach, not for how AI builds its model of who you are. What matters for

AI is that your profiles exist, are accurate, and state the same core facts — name, category, location, what you

do — consistently with each other and your website. A profile with few followers but correct, corroborating

information does more for your entity signal than a popular but contradictory one.

Which social platform matters most for getting recommended by AI?
It depends on your business. For B2B and professional services, LinkedIn usually does the most because it ties

the person to the company and is richly structured. For demonstration-heavy businesses, YouTube matters

because its transcripts are read and its videos get referenced. For many local or niche businesses, an industry-

specific platform or directory outweighs any general network. Be where your category actually lives rather than

everywhere.

I have old, abandoned profiles I never use. Do they matter?
Yes, and often not in your favor. An abandoned profile still describing an old location, a former offering, or a

slightly different business name feeds stale, contradictory facts into the picture AI builds of you. At minimum,

update its core facts so it matches your current, standardized description. A dormant profile with correct facts is

neutral; one with wrong facts is a liability you should fix or take down.
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Abandoned profiles broadcasting stale facts (old location, former offering, garbled name) feed wrong

information straight into AI answers; inventory and fix or update them.

✦

Pick the one or two platforms where your category actually lives, make them accurate and consistent,

and link the key people to the company and back — three clean profiles beat ten scattered ones.

✦

Test it: ask AI who you are, and if it repeats something outdated, trace it to a stale profile, fix the source,

and the answer corrects over the following weeks.

✦


